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Chapter 1 
INTRODUCTION 
Consumerism is involved in the day-to-day living of all 
individuals. The realization of the importance of the consumer role 
has become especially televant in the past few years. Double-digit 
inflation, energy shortages and high interest rates are a few of the 
reasons causing consumers of all ages to be aware of the influence of 
personal consumer deci'sions on the direction of the nation's economy 
and on pe~sonal satisf~ction in their ~tandard of living. In past 
years, many individuals considered consumption to be .a natural habit, 
requiring little or no study. However, as part of the American 
economic system, all individuals, includi~g youth, need to b~ informed 
and educated to cope with daily consumer decisions that each of them 
must make. 
Statement of the Problem 
The nation faces many problems with the economy at the present 
time. Spending power of Americans for consumer goods and services has 
continued to decline and discretionary spending has been cut back as 
inflation has risen to double-digit percentages (Buyer's, 1979). 
Personal income has not kept l:p with inflation, with a resulting 
increase in use of credit and a larger consumer debt (Consumer's 
Buying, 1979). These forces have implications for the way consume~s 
spend their money and the satisfaction derived from consumer decisions. 
Today's youth are important consumers. They make numerous 
daily decisions that affect the total economy and the quality of life 
in their home, community and nation. In 1971, teenagers spent an 
estimated 25 billion dollars, an amount that has steadily increased 
since that date. As the nation has begun to struggle in moving from 
an affluent consuming economy to a more efficient user of resources, 
both youth and adults have found decisions more complex and costly 
(Wilhelms, 1979). 
Consumer education is an imperative need for every young 
person. As an integral part of the society, youth must be given 
adequate instruction in handling the d?·y~to-day decisions necessary 
to function in the American economic system. Guidance and experience 
through consumer educ~tion ~an help teenagers develop sound decision-
making processes for use throughout life. Competence in dealing with 
situations of the marketplace, as a means of gaining maximum satis-
faction in daily living, seems to be a vital need of todayts youth. 
Consumer education is not 11 Smart shopping at the supermarketu but 
rather education for living in American society. 
In the past decade, considerable support has evolved for the 
integration of consumer education into the educational system. David 
Schoenfeld (1967, p.27), educational consultant to the President's 
Committee on Consumer Interests during 1967~69 and current consumer 
advocate at J. C. Penney Co., stated that ,.Consumer education must 
become an integral part of education in order to prepare young people 
for competent and effective utilization of their income." Consumer 
advisor to Presidents Nixon and Ford, Virginia Knauer (Wilhelms, 1979, 
p.4}, expressed the belief that "a vital part of the consumer reform 
2 
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we all seek must be the inclusion of consumer education at every level 
of the educational process. It is an urgent necessity." In a national 
survey of consumer skills reported in 1975, 34.7 million adults were 
found to function with difficulty in coping with basic requirements 
related to consumer economics. An additional 39 million were said to 
have functional but not proficient skills (Wilhelms, 1979). 
Much of the support for consumer education has come from the 
federal level in the form of legislation and Ct"eation of special 
offices and committees. Under the Vocational Education Amendments of 
1968 (Part F, Section 161), all 50 states were eligible for funds th~t 
-
provided for the development of innovative consumer education programs. 
Congress authorized tbe additional expenditure of millions of dollars 
and prompted many states to intensify their consumer education programs 
through the Education Amendments of 1972 and 1974. However, ~uthori­
zation of funds was never appropriated for the 1972 amendments and 
only 20 percent of the 1974 authorization was actually requested in 
the President's budget. An Office of Consumers' Education was offi-
cially established in 1974 within the Office of Education, Department 
of Health, Education and Welfare~ These national efforts have contrib-
uted to the consumer education movement and have helped to support 
consumer education as a priority at the state and loca l levels 
(Richardson, 1977). 
In reviewing the status of consumer education in the United 
States, a 1978 survey conducted by the Education Commission of the 
States (1979) showed that 36 states have specific policy statements 
that are related to some aspect of consumer education. This was 
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double the number of states reporting policy direction in 1973~ 
suggesting that states are taking an increasingly active interest in 
consumer education. In the 1978 survey, all states reported that con-
sumer education was part of the state education structure, one-half 
placing responsibility in the vocational education divisions (including 
Home Economics) and one-half placing it in a curriculum and instruction 
division . However, only nine states reported activity in the area of 
assessing student needs, competencies,. or achievement in consumer 
education . 
Purpose of the Study 
Extensive evidence has been collected in the past ten years 
sho\·li ng a need for more and better education for a 11 consumers, 
especially the youth. The primary objective of this study is to 
determine the extent to which that need has been met by assessing 
consumer knowledge of high school seniors in South Dakota Schools. 
Results obtained from the study could be used in the following ways: 
(1) As a diagnostic tool to indicate the level as well as 
the specific areas in consumer education where South 
Dakota senior students are achieving well or need 
additional knowledge. 
(2) As a comparison 0evice to enable assessment of the 
position of· South Dakota students in relation to 
students of other states. 
(3) As an assessment of the influences of federal policies 
on consumer education. 
(4) As an indicator of whether or not there is a need in the 
South Dakota school system for a specific curriculum 
policy. (South Dakota is one of 13 states that has no 
·specific consumer education policy.) 
(5) As a guide in the formation of consumer education policy, 
if a need for curriculum policy becomes evident. 
5 
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Chapter 2 
REVIEW OF LITERATURE 
Much of the present interest in consumer knowledge dates back 
to a 1962 statement by President Kennedy (Executive Office, 1963) of 
the four rights of the ·consumer - the right to be informed, the right 
to safety, the right to choose and the right to be heard. Additional 
concern for consumer education in the ·secondary schools came as a 
result of the 1968 am~ndments to the Vocational Education Act of 1963 
in which federal funds .were made available to the states for includir.g 
consumer education as a part of home economics education for youth 
{Barlow, 1976). In 1975, President Ford added a fifth right for the 
consumer, the right to consumer education. These presidenti~l and 
legislative actions, in addition to recommendations by various consumer 
educators, have encouraged the development of consumer education . . 
This review of literature will focus on the development of 
consumer education and the relationship between the development and 
societal conditions. Some of the effects as well as the problems of 
consumer education will be discussed. 
Development of Consumer Education 
The need for consumer education was recognized .as early as 
1911. In that year, a session at the meeting of the American Home 
Economics Association was devoted to consumer education in high 
schools and papers were presented on teaching high school girls to 
be intelligent consumers, developing consumer responsibility and the 
prevention of waste. In 191-7, the Smith-Hughes (Vocational Education) 
Act strengthened secondary school consumer education when "business 
management of the home" \'Jas specifically made a part of the vocational 
home economics curriculum (Uhl, 1979). 
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Henry Harap•s book, The Education of the Consumer (1924), 
proposed a curriculum which made consumer education a part of social 
studies, industrial arts, mathematics, science, health and home 
economics . His next book, Economic Life and the Curriculum (1928), 
gave a rationale and proposed techniques for placing consumer education 
firmly into the school' curriculum. Harap helped to promote the inte-
gration of consumer education into the educational system in the 
1930's (Uh1, 1979). 
Intense concern about consumer education arose in the 1930-1940 
period with the Great Depression of the 1930's serving as a stimulus. 
Organized consumer education courses were a part of approximately 
25,000 secondary schools by 1939. Two-thirds of the students enrolled 
in these consumer education courses were female because the courses 
were oriented to women. Buymanship and money management were stressed 
(Dameron, 1939} . 
Enthusiasm for consumer education continued to grow. By 1941, 
five to ten percent of the U.S. high schools offer d courses in con-
sumer economics and many more had integrated special material in con-
sumer education into other courses (Richardson, 1977). Herbert A. Tonne 
(1941, p.xiii), author of the book, Consumer Education in the Schools, 
and a business education faculty member of New York University from 
1929-1966, characterized the mood of the movement by stating that, 
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"the educational expansion of the past decade has witnessed no movement 
that has gained greater momentum than has consumer education." 
The purpose of the consumer education movement was not clearly 
enunciated by its early advocates. The first specific aim was 
developed in 1945 by the National Association of Secondary School 
Principals (NASSP) who .defined the purpose of consumer education as 
"to he 1 p peop 1 e become more i nte.ll i gent, more effective and more 
conscientious co~sumers" (Consumer Education, 1945, p.91). The NASSP 
saw the role of consumer education as helping students to develop 
proper sets of values which would help ·set overall life style 
objectives, includi~g consumption goals (Consumer Education, 1945). 
In the late 1940 1 s ·and early 1950's, a life adjustment educa-
tion movement tried to make the secondary school curriculum more 
"practical." Consumer education became one way to achieve the goal 
of an education that students could use in everyday activities, 
However, during this period, consumer education never evolved as a 
separate entity (Langrehr and Mason, 1977). 
When the Russians launched the first orbiting space vehicle 
in .l957, consumer education was left behind for an emphasis on the 
physical sciences. In the discipline focused curriculum, college 
prepar.atory courses for the academically able were stressed over the 
vocational or life preparation courses (Chandler, 1974). During the 
late 1960's, Americans felt a renewed interest and need for consumer 
education because of a concern with the quality of life, widespread 
rural to urban migration, and changes in family li fe styles. 
Crusading speeches and other activities of Ralph Nader, an 
, 
outspoken consumer advocate, · accented the reappearance of consumer 
education and made the movement more popular than ever before. Strong 
continuing interest in consumer education extended into ·the 1970's as 
consumers sought to adjust to high inflation, high unemplo.yment, 
materials shortages, and an increasingly technological soci~ty (Bloom 
and Silver, 1976). 
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Predictions are that the · consumer education movement will 
continue to grow during the .decade of ·the 1980 ;s, ushered in with 
concern about double-digit inflation, the energy crisis and restrictive 
l~g1~1ation. Evidence indicates that-consumers will want and need 
assistance to help them meet the challenges of the future. 
Formal and Informal Cor.$umer Education 
Effective consumer education efforts must be supported by both 
private and public sectors and involve both a formal and informal 
education -process. Formal consumer education is viewed as part of a 
structured educational environment and has been available in various 
forms at the elementary, secondary or college level, Informal consumer 
education has been promoted by all types of government agencies as well 
as private organizations. These informal programs have been available 
through adult education centers, social welfare agenci es, consumer 
organizations, retail chain stores and others (Bloom and Ford, 1979). 
A major study at Purdue University in 1969 identified only 
about 500 consumer education programs at that time. These programs 
were administered by a wide variety of organizations and institutions 
and were designed to help consumers of all ages, social classes, and 
ethnic backgrounds (Uhl, 1970). During the ten years following the 
Purdue Study, program growth was intense. At the end of the 1970's, 
programs numbered i~ the thousands. 
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Many federal, state and local agencies have been involved in 
providing both formal and informal consumer education. One of the 
more active federal agericies has been the Office of Consumer Affairs 
in the Department of Health, Education and ~elfare (DHEW). One of its 
major accomplishments was the development and distribution of two 
curriculum guides for teachers of consumer education. One guide 
focused o:; elementary and secondary schools and the other on classes 
for adults. Since 1974, DHEW has been authorized to award federal 
grants for the development of consumer education programs. Prior to 
the authorization, federal grants for consumer education programs came 
largely from vocational education funds. In addition, the Department 
of Agriculture and the Federal Extension Service have been irivolved in 
educating consumers, both in formal and informal settings. 
At the state level, the main emphasis has been on developing 
and teaching consumer education in the public. schools. In 1976, 28 
states had statewide consumer education programs. All states had 
participated to some degree in the federal program which provided 
funds for consumer and homemaking education (Stanley, 1976). 
Local programs have tended to provide consumer education on a 
more informal basis. Many of the efforts have focused on people with 
spec ial needs, such as the poor, elderly, and handicapped. 
Nonprofit organizations have helped in the consumer education 
movement by conducting classes, publishing magazines, sending media 
ll 
messages and providing teachers with materials. Some of the most 
influential of these groups have been the Consumers Union, the American 
Council on Consumer Interests, and the Council of Better Business 
Bureaus (Bloom and Silver, 1976). 
Even though there has been continuous and varied types of 
consumer education effo'r:ts, data from studies by the Office of Education 
of DHEW and the National Assessment for Education programs revealed a 
significant number of adult consumers lacking skills to function 
effectively as competent consumers (Peterson, 1977). A·citizenry \~lith 
the basic knowledge an~ skill to ·manage consumer responsibilities is a 
,·goa 1 yet to be rea 1 i zed in the society. 
Effects of Cansumer Education 
The Consumer and Homemaking Education section of the Vocational 
Amendments of 1968. provided funds for a 11 states to pro vi de c_onsumer 
education as part of the vocational home economics program in local 
schools. In 1976, 28 states had statewide consumer education programs 
in the public schools, Also in 1976, ten states had a resolution or 
mandate requiring a course or competency examination in consumer educa-
tion for graduation from a public high school (Stanley, 1976). 
Illinois was the first state to mandate consumer education in 
1967. After a nine-year interval, Stanley (1976) surveyed 8,000 
Illinois students and found that less than 1,800 or 25 percent of them · 
had completed a course in consumer education. Thus, even in states 
legally requiring consumer education, it has not been given serious 
attention (Stanley, 1976). 
The 1978 National Assessment of Consumer Skills and Attitudes 
used a nationwide sample of 17-year-olds from public and private 
schools, stratified by region and size of community. The survey was 
administered during March and April when a major part of the school 
year was completed ~ Trained interviewers found a range of knowledge 
among the appro~imately 4,300 teenage students who responded. With 
performance on an average consumer question at only 57 percent, there 
was evidence that 17-year-olds really ~ere not well prepared for 
future consumer responsibilities. Results showed a lack of knowledge 
and skill especiall~ in ~atters of personal finance, consumer protec-
tion and behavior, economics, contracts and energy. The results 
indicated a need to acquaint tee~agers with situations beyond their 
present level of experience to help them acquire necessary skills as 
cons-umers (Education Commission, 1979} • 
AJthough the research to determine the effectiveness of con-
sumer education programs has been limited, some efforts have been 
made -. Some of the results have been conflicting, but the studies 
have begun to delineate relationships between consumer knowledge and 
student characteristics. 
Does enrolling in ·a particular course enable a student to 
achieve a higher score on a consumer competency test? Several studies 
have reported no differences in consumer competency between students 
who take courses in consumer economics, economics, or general business 
and students who ~o not take any of those courses (Bibb, 1973; Claar, 
1973; Curry, 1970; Lupher, 1973; Meiselwitz, 1968; Thomas, · 1969). 
However, in the Stanley study of 1976, mean scores of students who had 
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completed a course in consume r education were significantly higher 
than for students not completing such a course. Langrehr's (1979) 
study confirmed Stanley's results with students scoring significantly 
higher if they had taken a consumer education course. · Noting that the 
Stanley and Langrehr study were conducted later than the others, a 
conjecture may be made that the increasing societal concern for 
consumer education was effective~ 
The significant effe.ct of scholastic ability on consumer educa-
tion knowledge has been confirmed by several researchers (Bibb, 1973; 
Jelley, 1«:58; Larson, 1.970; Lupher, 1973; Seymour, 1975). Those with 
higher ability in general were more successful in obtaining higher 
scores on a test of co.nsumer knowledge. 
Jelley found that upper socioeconomic classes had a better 
understanding of personal finance than lower socioeconomic groups 
(Jelley, 1958). Litro (1973) confirmed this finding in a study 
showing that students from a higher social class scored significantly 
better than students from a lower social class background. He also 
found that students from a higher social class had a more positive 
attitude toward the need to be an informed and knowledgeable consumer. 
Additional investigations have been made of the relationship 
between consumer knowledge and curricula in which students were 
enrolled. College preparatory students scored significantly higher 
than students in vocational or general education curricula ·(Claar, 
1973; L itro, 1973; Lupher, 1973). 
Curry (1970) found no differences in test scores based on 
community size. However, Larson (1970} and Seymour (1975) found that 
.155138 
SOUTH DAKOTA STATE UNIVERSITY LIBRARY 
14 
students in larger schools scored better than students in small 
schools. Bibb (1973), in a study of Midwestern students, found that 
those from suburban schools scored higher than students from large 
cities. The differences based on location of the school may be attri-
buted to the larger number of offerings in consumer education in 
suburban schoo 1 s than e·i ther 1 a rge city schoo 1 s or sma 1 1 town schoo 1 s 
(Armstrong and Uhl, 1971). 
In a 1962 study of Minnesota high s~hool students, males 
scored signi ficantly higher than females on tests measuring under-
standing of insurance, ·savings and investments. No significant 
differences were found between the two groups 1 scores in money manage-
ment and credit. Fem~le students had a more positive attitude toward 
all examined areas of consumerism (Beattie, 1962}. Seymour (1975) 
also found that males had significantly higher test scores on ·overall 
consumer understanding than females. Contrary to these findings, two 
other studies, conducted more than a decade apart, found no difference 
in consumer education understan~ing based on sex (Jelley, 1958; Lupher, 
1973). 
Two other researchers investigated the relationship between 
students' consumer knowledge and parental education and employment 
(Gurry, 1970) and student work experience (L itro, 1973), No significant 
differences were found based on these factors. 
Most research has revealed that a specific course in consumer 
economics or economics does not significantly change a student's con-
sumer competency. However, one study did show tha t when controlling 
for intelligence, prior consumer knowledge and social class, students 
who took a consumer education course had a significantly higher 
competence level than students who did not take the course (Langrehr, 
1976). 
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Most of the research in assessing students~ consumer education 
knowledge concentrates on knowledge standards. Teachers and teaching 
environment are two variables that need to be considered. Uhl (1970) 
found that one of the limits on growth of consumer education appeared 
to be teacher training and interest and public support for personnel 
development . Educators must have an adequate background in a compre-
hensive view of the marketplace to better prepare .students for their 
role as competent consumers. Consumer information is concerned with 
the cognitive domain, ~hil~ consumer education is l~rgely concerned 
with the affective domain. Teachers must be aware of this and help 
students to internalize concepts and information learned in the 
classroom. 
·· Problems in Consumer Education 
The need for consumer education among the youth of society has 
been repeatedly and soundly documented but the response to the need 
has been surrounded with difficulties. The major problems have 
centered around lack of definition, absense of a concerted effort at 
federal, state and local levels, quality of teaching and learning 
materials, lack of qualified teachers with adequate academic prepara-
tion and a definite lack of instruments to evaluate consumer 
competenc ies. 
Consumer education has not had the prominent attention that has 
16 
been shown in the consumer mcivement . Consumer education seems to have 
flourished in cycles that paralleled the national interest in consumer 
issues. For consumer education to have a definite effect in the market-
place, continuous educational programs are required. · Udel (1974) stated 
that many consumer education programs are largely ineffective because 
of inadequate staffing and finances and not being offered on a regular 
basis. 
Definition. In the research and writings in the field of 
consumer education, there seems to be some confusion in the definition 
of terms and conceptualization of the scope of consumer education. 
According to Uhl (1970), th~re are three main definitions of consumer 
education. The functional definition has emphasized defining the goals 
and objectives of consumer education. The topical definition has dealt 
with the subject matter of consumer education, enumerating the concepts 
and principles deemed essential in being a knowledgeable consumer. In 
the problem-oriented definition, consumer education is viewed as 
mission-oriented and revolves around the problems of consumers and 
the resulting tools, skills and understandings ~elevant to the 
problems. Each of the definitions entails seemingly essential charac-
teristics of consumer education, but in isolation, appear to lack 
comprehensiveness and sufficir.ncy. The implication is that consumer 
education must be interdisciplinary, mission-oriented, information and 
process centered and comprehensive in subject matter. Such a prognosis 
calls for concerted, continuous, responsible efforts by many people at 
a variety of levels within the educational structu re. 
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Support. Some of the problems of consumer education have been 
attributed to the way it has been handled at the federal level. 
Arthur Rowse, formerly executive director of the President's Committee 
on Consumer Interests, pointed out the shortcomings of the U.S. Office 
of Education in handling consumer education when he said, "At this 
time, the U.S.O.E. still does not have a single full-time person 
following progress in consumer education. C~nsumer education is merely 
mentioned in all the summer workshops fostered by the Office . of 
Education. Last year the Presidentts Consumer office revealed that 
the Office of Education has no data on the extent of composition of 
courses that might be labeled consumer education, in whole or in part" 
(Rowse, 1967, p. 74) . . 
Although funds are authorized at the federal level to support 
consumer programs in the schools, money is rarely appropriated to the 
extent of authorization. Federal mandates do not necessarily create 
effective consumer education, but development of consumer education 
. can be encouraged by serious concern and action at the federal level. 
Few state legislatu~es have dealt seriously with consumer 
education. In 1976, only ten states had a resolution or mandate 
requiring a course or a competency examination in consumer education 
for graduation from a public high school (Stanley, 1976), Even though 
consumer education appears to be a major need of the general public, 
legislatures have apparently been limited in understanding ways to 
meet the need through the educational process. Legislatures have the 
ultimate control but must develop a partnership wi t h state and local 
school systems to bring about an effective and efficient consumer 
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education program. 
If society thinks consumer education is important, educational 
priorities will have to change to reflect the need. Effective coordi-
nation between the local, state and federal levels is a necessity. 
Cur~icula. According to the 1970 Purdue Consumer Ed~cation 
Study (Uhl, 1970, p.l31), consumer education .in the United States is 
integrated throughout the high school curriculijm, Integration does 
not mean that there are. comprehensive or coordinated consumer education 
programs, but simply that consumer concepts can be found within various 
areas of study. Few ~students will escape some exposure to consumer 
education , but questions can be raised regarding overlap of student 
exposure and coordination of effort. Some who have recognized these 
inadequac ies have advocated single courses as affording greater oppor-
tunity for a balanced and comprehensive treatment of consumer _education. 
Gaps and lags in consumer education curricula in the schools 
have resulted from the lack of responsiveness to the changing importance 
of public and private consumption decisions. Curricula have not been 
tailored to individual needs and capabilities of student consumers. 
The curriculum needs to be designed to meet the individual needs of 
students of all ability levels, as well as of various social and 
economic backgrounds (Uhl, 1970). 
The report of the 1978 National Assessment of Consumer Skills 
and Attitudes (Education Commission, 1979) urged caution i n teaching 
consumer education courses so that males and females would not be 
restricted to certain types of curriculum, Avoiding a culturally 
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biased curriculum was also recommended. The study revealed a signifi-
cant gap bet~1een what people know and what they do. 
Material s. Problems with the quality of materials available 
in consumer education have been noted. The quantity of print materials 
from government, business, and other sources has been enormous, but the 
distribution inefficient and haphazard. Most of the materials have not 
been designed by those familiar with the educational needs of the con-
sumer. Lee Richardson (Richardson, 1977, p.49), Department of 
Marketing, Louisiana State University, and author of a DHEW report on 
.consumer education, said, "As consumers of knowledge, students could 
contribute valuable fee~back · for developing~ body of knowledge in the 
area of consumer education." Curriculum guides on consumer education 
are often unins pi·ring and if not adapted to local needs, can provide 
a distorted and limited view to students. Therefore, the course con-
tent may leave much to be desired and students get a bad impression 
of consumer education. 
·Personnel. People with a variety of backgrounds are teaching 
consumer education. Neither investigations of educatorsf preparation 
nor efforts . to insure that those who teach in the area of consumer 
education have been reported. With the increased interest in consumer 
education in the secondary schools, one area of concern should be that 
those teaching consumer education be adequately prepared. 
A survey of research reveals little information concerning 
teaching competencies of secondary school teachers of consumer educa-
tion. In a nationwide assessment of cognitive consumer education 
knowledge of prospective teachers in all academic disciplines, Garmen 
(1979) found those majoring in Social Studies (History or Geography), 
Science, and Home Economics scored highest while those majoring in 
Physical Education, Art, Music and Special Education scored lowest. 
·The study included 84 institutions of higher learning and provided 
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data from 4~309 respondents. Prospective teachers completing one or 
more consumer education related co~rses (only 12 percent) scored signi-
ficantly higher at the .001 level) than . those who had not completed 
such a course. The study supported the need for incorporating consumer 
education courses in the ·undergraduate program for students in teacher 
education, especially those for whom the teaching of consumer educa-
tion ·seems likely. 
These findings should be of concern to school administrators 
involved in planning and instituting a consumer education curriculum. 
Whether instituted as a part of an existing class or as a separate 
course, many teachers may not have had adequate academic preparation 
or achieved the cognitive level of understanding necessary to teach 
consumer education. Additional education specific to the responsibility 
may be needed (Garmen, 1979). 
Consumer education courses at any formal level of education 
should stress the consumer point of view and employ a consumer-oriented 
teacher. Educators must make students aware of the role of personal 
values and goals in achieving personal satisfacti on in day-to-day con-
sumer choices. Student learning and behavior have often reflected the 
attitudes of the teacher (Burton, 1972). Therefore, teacher attitude 
toward consumer issues and ability to evaluate educational relevance 
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of these issues seems an important considerati on in delegating teaching 
responsibilit ies. 
Assessment. Measuring the effects of consumer education has 
also · been a probl em. The lack of adequate consumer programs and con-
·sumer research extends to _include a lack of instruments with which to 
evaluate consumer competencies. McCall {1973) . found no evidence of 
reliable instruments for measuring achievement of overall consumer 
knowledge at any developmental level. 
lack of reliable, . valid instruments compounds the problem of 
evaluating the effects of consumer education. According to the 1977-78 
project of the Education Commission of the States (Wilhelms, 1979), 
only three states reported any activity in the area of assessing 
achievement in consumer education, Only nine states had assessed the 
actual needs of students in the area of consumer education. 
Consumer Education in South Dakota 
According to the January 1979 State Consumer Education Policy 
Manual compiled by the Education Commission of the States (Alexander, 
1979), South Dakota is one of 13 states that does not have a state 
level policy in consumer education (consumer education being defined 
as including the four areas of consumer decision-ma king, economics, 
personal finance, and rights and responsibilities). This report of 
state level polic ies of all 50 states recorded those states with a 
specific consumer education policy rather than those existing as part 
of a broader policy or program. Every state was ass ned to have a 
vocational education plan (under the Vocational Education Act, Public 
22 
Law 94-482) including a policy and program in consumer education. The 
report did note that in South Dakota, the State Education Agency (SEA) 
had developed a teaching guide, Fundamentals of the Free Enterprise 
System, that incorporated various consumer education topics including 
decision-making, personal finance, and rights and responsibilities. 
Absense of statewide assessment of student consumer knowledge and/or 
skills in South Dakota was also indicated by the State Consumer 
Education Policy Manual. 
The newest development concerning state policy involves a bill 
passed du:·ing the 1979 session of the South Dakota state legislature. 
This bill stated that all public and nonpublic schools should provide 
instruction on the essentials and benefits of the free enterprise 
system. (Caution should be taken in equating the study of free enter-
prise and comprehensive consumer education.) Instruction was to follow 
prescribed guidelines in a course of study provided by the state board 
of education . The cost of instruction in meeting the requirements of 
the law was at the expense of the school district involved. The number 
of schools implementing the new law during the 1979-80 school year was 
not available at the time the current study was completed~ 
Summary 
The litera ture review~d affirmed a need for consumer education 
among all people. Some of the attempts to meet this need, especially 
with youth, were discussed. Various problems and difficulties 
encountered in providing consumer education for youth were identified 
and some alternatives for resolution were sug.gested, This background 
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attempted to show a need for as~essing the consumer knowledge of seniors 
in South Dakota as a beginning to effecti ve and coordinated consumer 
education in South Dakota. 
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Chapter 3 
METHODS AND PROCEDURES 
Consume r education programs exist in various forms for many 
.different schools and students. · These consumer education prog~ams 
could bring changes in co~nitive knowledge level and consumer behavior. 
The purpose of the study was to survey South Dakota seniors to evaluate 
the effect of consumer education curricula. Tnis chapter will describe 
the decis ions made about the design of the .study. A statistician was 
frequentl y consulted . to determine appropriate sampling and response 
techniques as well as the type of statistical tools to use. 
Sample 
The population chosen was all high school seniors in South 
Dakota publ ic schools with a vocational Home Economics program. The 
list of 195 publ ic schools was obtained from the 1979-80 edition of 
the South Dakota Division of Elementary and Secondary Education 
Educational Directory. The population was limited to the 143 schools 
with vocational Home Economics programs to insure a percentage of 
students who had been enrolled in Home Economics classes. These 
schools were divided into four groups according to the popul ation of 
the town in which the school was located. The populati on groups were 
defined as: under 1,000, designated group one; 1,001 to 5,000, group 
two; 5,001 to 15,000, group three; and, 15,000 and over, group four. 
Each population group represented one-fourth or 25 percent of the 
sample to be surveyed. The schools were selected by a scientific 
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random method usi ng a table of random numbers. Fourteen schools repre-
sented a 10 percent sample of the 11,177 seniors enrolled in South 
Dakota secondary schools in the 1979-80 school year, (Actual senior 
enrollment . in public schools with vocational Home Economics programs 
was 8,842 in 1979-80.) 
Principals in the randomly selected schools were first con-
tacted by letter (Appendix A) to introduce them to the study and ask 
for penmission to have the seniors in the school participate. A 
follow ... up telephone call was made to confirm a response and arrange 
a date tc admin ister . the instrument. 
Instrumentation 
The research instrument was composed of two parts, a section 
to obtain personal background information on the student and an 84-item 
true-false test . The complete instrument is found in Appendix ~· 
Part one of the instrument was designed by the researcher and 
included questions on personal characteristics and school experiences 
that would elici t responses to serve as the independent variables. 
The second part of the instrument, the Test of Coniumer 
Knowledge (JOCK), was developed by McCall (1973). Permission for use 
was obtained from the author. The TOCK was developed because means 
for assessment of consumer kncwledge were not available. The publica-
tion that served as the basis for the construction of the TOCK, 
Suggested Guideli nes for Consumer Education: Kindergarten t hrough 
Twelve (1970), was developed by the President's Committee on Consumer 
Interests for use in the planning of consu~e~ education programs in 
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rural, suburban, or urban educational systems. The TOCK, followinq 
the framework of the document on which it was based, was divided into 
the following four broad areas of consumer knowledge: 
Items 1-24: The Consumer as an Individual 
Items 25-36: The Consumer as a Member of Society 
Items 37-72: The Consumer's Alternatives in the Marketplace 
Items 73-84: The Consumer's Rights and Responsibilities 
The broad base and the involvement of recognized consumer interest 
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authorities to develop the test framework offered validity for its use 
in this study . McCall (1973} tested t~0 instrument with 1,256 boys and 
. girls in grades six, nine, and 12, within three school districts in 
Pennsylvania. A reliability of .83 was obtained for the total popula-
tion of the 1,256 subjects, and .88 for the twelfth graders. The use 
of the TOCK in an additional study with prospective home economics 
teachers in 1977 (McCall, M.) resulted in an instrument reliability 
coefficien t of .90. 
To insure that the instrument represented current consumer 
knowledge , two professional consumer educators were asked to review it 
and indicate items needing updating or rewriting before use in the 
present study. Neither of the specialists indicated that changes 
were needed. 
The TOCK instructions directed the subjects to read the item, 
mark it as true or false, and circle five, three or one to indicate 
degree of certain ty of response. A five indicated that the respondent 
was quite sure of his/her answer, a three indicated bei ng reasonably 
sure, and a one was his/her best guess. The greater the certainty, 
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the higher the number of points earned, An item answered correctly 
with a high degree of certainty received the greatest number of points. 
An item answered incorrectly \"lith a high degree of certainty received 
the lowest score. Correct responses from high to low certainty were 
.given five, four and three points respectively and incorrect responses 
were assigned zero, one and tvm respectively. The degree of certainty 
scale on which the subjects indicated their responses is a technique 
used with true~false items to provide discrimination of what is 
actually known by the respondent. 
Data ·collection and Analysis 
Data \"las co 11 ected by the researcher during a prearranged 
~n-site visit to 13 schools whose administration gave consent for 
their students to participate, One school offered to collect the data 
for the researcher and subsequently the surveys were mailed and . 
administered by the principal and government teacher. The data .was 
collected during November and December, 1979, and January, 1980. In 
the 13 schools visited, the researcher personally administered the 
survey to the subjects. In some instances a single administration 
of the instrument included all seniors, and in others repeated 
administrat ion throughout the day was necessary to have all seniors 
participate . The researcher was assisted in some schools by ·various 
personnel, including teachers, principals, and superintendents. The 
amount of time arranged to administer the survey was one class period. 
Prior to the administration of the instrument, the researcher 
gave a five-minute introduction concerning the background and the 
purpose of the study. Immediately after distributing the test, 
directions for how to indicate responses were given verbally for the 
part on background information. The written instructions on the 
instrument were reviewed aloud by the researcher for the second 
section of the test. Additional questions were answered before and 
during the administration of the test. Questions relating .to under-
standing of word meanings were part of the test and were not answered 
by the researcher. As the instrument was finished by individuals, 
completeness of answers was checked to insure optimum usability of 
responses 
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Mean scores were obtained for the total test, each of the 
individual test items, each of the four subgroups of items (identified 
within this research as subtests), and the four population groups, 
Analysis of variance was used to determine the relationship between 
knowledge scores and personal and school experience data. Data· was 
analyzed through the use of the. South Dakota State University computer 
center. 
Hypotheses 
The following null hypotheses were developed to be tested and 
evaluated. 
(1} There is no significant relationship between consumer 
knowledge and the population of town in which a school 
is 1 ocated, 
(2) There is no significant relationship between consumer 
knowledge and sex of student. 
{3) There is no significant relationship between consumer 
knowledge and where one lives (farm or town). 
{4} There is no significant relationship between consumer 
knowledge and number of parents in the home. 
{5} There is no significant relationship between consumer 
knowledge and participat ion in youth organizations. 
{6) There is no significant ·relationship between consumer 
knowledge and receipt of an allowance~ 
{7) There is no significant relationship between consumer 
knowledge· and earning onels own money. 
(8} There is no significant relationship between consumer 
knowledge and · length of time in which students have 
been enrolled in certain high school courses, 
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Chapter 4 
RESULTS AND DISCUSSION 
The purpose of the study was to assess the current consumer 
knowledge of high school seniors in South Dakota. This chapter . 
explains the results of the study. A background and description of 
the subjects are provided. The findings and their statistical signi-
ficance are presented. 
A ·Test of Consumer Knowledge was completed by 959 subjects in 
14 participating schools. Thirteen of the surveys were not usable 
because of omissions in completing the forms. Responses nf 946 
students were used for the· analysis of data. 
Description of the Subjects 
Table 1 describes the backgrounds of the South Dakota high 
school seniors who participated in the consumer k~owledge survey. 
The various categories indicated were used as a source of the 
independent variables in testing the hypotheses. 
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The majority of the senior level high school students partici-
pating in the study resided in a .town or city, rather than on a farm 
or ranch. ~1ore than three-fourths of the male and fema l e subjects 
resided with both their parents. 
The percentage of students who participated in youth groups 
was low with over 60 percent indicating limited or no participation. 
The survey did not provide the opportunity for students to indicate 
whether they chose not to participate or if there was little opportunity 
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lable 1 
Description of Subjects 
Cha rae teri sti c Numbera . 
Subjects 
Percentb 
Population of Town 
under 1,000 266 28.1 
1,000-5,000 243 25.7 
5,000-15,000 . 226 . 23.9 
over 15,000 . 211 22.3 
Sex 
femal e 437 46.2 
male 509 53.8 
Location of Residence 
farm or ranch 333 35.2 
town or city 612 64.8 
Household Residence 
with both parents 783 82.8 
with one parent 112 11 .8 
other 51 5.4 
Activity in Youth Organization 
inactive (none) 228 24.2 
limi ted (one) 376 39.8 
active (two-three) 288 30.5 
very active (four or more) 52 5.5 
Participation in FHA/FFA 
nei ther 727 76.9 
FHA 152 16.1 
FFA 65 6.9 
both 1 .1 
Participation in 4-H 
no 662 70.1 
yes 282 29.9 
Earned own Money 
878 92.9 yes 
no 67 7.1 
Received an Allowance 
yes 308 32.6 
no 636 67.4 
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Table 1 cont. 
Characteristic Numbera 
Subjects 
Percentb 
Courses Taken in School 
Business Education 
never 188 20.0 
less than one year 82 · B. 7 
one year 247 26.3 
more than one year 423 45.0 
Distributive Education 
never 769 81.9 
1 ess than one year 69 7.3 
one year 75 8.0 
more than one year 26 2.8 
. Physical Education-Health 
never 56 6.0 
less than one year 15 1 ~ 6 
one year 69 7.3 
more than one year 799 85.1 
Home Economics 
never 383 40.8 
les s than one year 107 11 .4 
or:-e year 126 13.5 
more than one year 322 34 '.3 
Indus trial Arts 
never 381 40.6 
less than one year 77 8.2 
one year 131 14.0 
more than one year 349 37.2 
Agriculture 
never 809 86.3 
1 ess than one year 44 4.7 
one year 17 1.8 
more than one year 68 7.2 
Math 
never 10 1 . 1 
less than one year 10 1 . 1 
one year 113 12.0 
more than one year 805 85,8 
Science 
never 8 .9 
less than one year 13 1 . 4 
one year 126 13.4 
more than one year 791 84.3 
Social Studies 
never 22 2.4 
less t han one year 32 3.4 
one year 125 13.3 
more t han one y_ear 759 80.9 
Table 1 cont. 
a The N for each background characteristic variable does not equal to 
the total N, 946, because some questions on the personal background 
sheet were not applicable to all subjects and some subjects did not 
complete all parts of the data sheet. 
b The percentages given refer to the portion of the total N of each 
background variable. 
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for participation. Informal observati on by the researcher has indi -
cated that opportunities for youth group participation are especially 
plenti ful in larger schools with most small schools also offering some 
alterna tives for belonging to youth groups. 
Over 80 percent of the subjects had been enrolled in math, 
science , social studies, and physical education-health courses for 
more than one year. This is to be expected as these courses are 
usually required in most school systems. Home Economics and Industrial 
Arts we re almost evenly split on numbers of students who had never 
t~ken t he courses and those who had taken more than one year. Almost 
half of the students were enrolled in busi ness education courses for 
more than one year. The majority of the students had never been 
enrolled in distributive education or agricu lture. 
Over 90 percent of the seniors who participated in the con-
sumer knowledge survey had earned their own money by working part-time 
and/or during the summer. This finding is consistent with a reported 
trend of increased numbers of adolescents having part-time jobs while 
in school. Only one-third of the subjects received an allowance 
during high school. 
Consumer Education Knowledge 
There were 84 true anc false consumer knowledge questions, 
divided into four subgroups (subtests) of items as identified in 
Chapter 3. Subjects were asked to indicate how sure they were of 
their responses on a three degree scal e of cer tainty 
(5) Quite sure 
(3) Reasonably sure 
(1) My best guess 
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The grea ter the certainty, the higher the number of points earned. An 
item answered correctly with a high degree of certainty received the 
greatest number of points. An item answered incorrectly with a high 
degree of certainty received the lowes t score. Correct responses from 
high to low certainty were given five, four, and three points respec-
tively, while incorrect responses were assigned zero, one, and two 
respectively. A score range of 0 - 420 was possible on the 84-item 
consumer knowledge test. ·-
The consumer knowledge mean score for 946 subjects was 269.038 
or 64 percent of a poss i b 1 e· 420. Scores ranged from a 1 O\'J of 179 or 
42.6 percent to a high of 363 or 86.4 percent. As a whole the scores 
indicated that senior students in the high schools of South Dakota 
were not especially knowledgeable about consumer education, as ~easured 
by the consumer knowledge survey. However, performance was higher than 
on the 1978 National Consumer Skills Assessment of 17-year-olds 
(57 percent). 
Table 2 shows the mean scores of each of the four subtests. 
All 946 subjects achieved an average mean of 76.867 or 64 percent on 
subtest one with a range of scores from 49 t o 105. Subtest one, 
dealing with the consumer as an indivi dua l, had 24 questions with a 
possible 120 points. The findings ind icate a low knowledge level with 
identical percentage scores for subt est one and the compl ete consumer 
kno\'11 edge test. 
On subtest two , the 946 subj ects had a mean score of 40.264 
Table 2 
Standard Deviation, Mean Score and Mean Percentages 
Correct for Subtests on Test of Consumer Knowledge 
Mean 
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Percentage Standard 
Mean Correctl Deviation Subtest Name 
Consumer as an Individual and · 
Family Member 
Subtest One 
Items 1-24 
Consumer as a Member of Society 
Subtest Two 
Items 25-36 
Consumer Alternatives in the 
Marketplace 
Subtest Three 
Items 37-72 
Consumer Rights and 
Responsibilities 
Subtest Four 
Items 73-84 
Consumer Knowledge Survey 
Total Test 
Items 1-84 
N = 946 
76.867 . 64% 9.8 
' 40.264 . 67% 7.6 
110.189 61.2% 14.8 
41.716 68.2% 7.4 
269.038 64% 32.36 
1 Derived by dividing subtest mean by highest possible score. 
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out of a possible score of 60. This section of 12 questions dealt with 
the consumer as a member of society. Scores ranged from 12 to 60, with 
the overall mean indicating a 67 percent. 
Scores ranged from 64 to 157 on subtest three, with a possible 
maximum score of 180. The 36 questions in this section pertained to 
the consumer's alternatives in the marketplace. The ~ean score of 
110.189 indicates a 61.2 percent which is below the overall 64 percent 
that all subjects earned on the total consumer knowledqe test. 
The last section of the test, subtest four, consisted of 12 
questions on the consume~'s rights and responsibilities. Possible 
score range was 0 - 60. Obtained values ranged from 16 to 60 with a 
mean of 41.71. This indicates a score of 68.2 percent which is the 
highest percentage score of all subtest and considerably higher than 
the overall percentage score of 64 percent. Subject scores indicate 
the greatest knowledge in this category of items. 
Subtest scores were analyzed to diagnose areas of relative 
strength or weakness in students' consumer knowledge. According to 
Table 2, seniors in South Dakota have the greatest amount of knowledge 
in the area of consumer rights and responsibilities and the least 
amount of knowledge about consumer alternatives tn the marketplace. 
Overall, consumer knowledge is low. 
Testing of Hypotheses 
Analysis of variance was done to determine the significance of 
interaction between consumer education knowledge and students• back-
ground characteristics. Table 3 provides a summary of the statistical 
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Table 3 
Analysis of Variance for Test of Consumer Knowledge 
According to Independent Variables ~ 
St. F 
Independent Variable Nl Mean Dev. Value Prob. 
Population of Town 269.038 31 .994 1 .187 >.05 
under 1,000 266 262.440 
1,000-5,000 243 . 270.517 
5,000-15,000 226 269.176 
over 15,000 211 272.6.91 
Sex 269.038 32.366 1 . 01 0.3153 
female 437 267.897 
male 509 270.0l7 
Location of Residence 269.099 32.377 0.47 0.4954 
farm or ranch 333 270.070 
town or city . 612 268.570 
Household Residence 268.875 32.004 0.18 0.6704 
with both parents 783 268.703 
with one parent 112 270.080 
Activity in Youth Organizations 269.046 32.132 5.57 0.0010a 
inactive (none) 228 262.894 
1 imi ted (one) 376 268.316 
active (two-three) 288 273.708 
very active (four or more) 52 275.480 
Participation in FHA/FFA 269.077 32.265 2.87 0.0351c 
neither 727 269.033 
FHA 152 265.151 
FFA 65 278.984 
both 1 254.000 
Participation in 4-H 269.046 32.380 0.08 0.7722 
no 662 268.847 
yes 282 269.514 
Courses Taken in School 
Business Education 31.609 13.36 O.OOOla 
never 188 264.175 
less than one year 82 262.939 
one year 247 262.951 
more than one year 42 276.486 
Distributive Education 32,133 2,64 0,0475c 
never 769 270.091 
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Table 3 cont. 
Nl 
St. F 
Independent Variable Mean ·oev. Value Prob. 
less than one year 69 261.405 
one year 75 265.533 
more than one year 26 278.769 
Physical Education-Health 31.875 7.75 O~OOOla 
never 56 256.392 
less than one year 15 253.133 
one year 69 ·259.333 
more than one year 799 271.403 
Home Economics 32.036 4.86 0.0025b 
never 383 272.579 
less than one year 107 274.308 
one year 126 262.690 
more than one year 322 266.431 
Industrial Arts 32.203 1 . 59 0 .187q 
never 381 268.637 
less than one year 77 275.610 
one year 131 265.870 
more than one year 349 270.020 
Agri cul tui"e 32.138 2.86 0.0357c 
never 809 269.582 
less than one year 44 257.181 
· one year 17 266.588 
more than one year 68 274.985 
Math 31.512 15.47 O.OOOla 
never 10 249.100 
less than one year 10 243.600 
one year 113 253.327 
more than one year 805 272.156 
Science 31.250 20.96 0.0001a 
never 8 247.125 
less than one year 13 249.692 
one year 126 250.896 
more than one year 791 272.823 
0.0020b Social Studies 32.027 5.03 
never 22 258.681 
less than one year 32 271.968 
one year 125 260.152 
more than one year 759 271.048 
Earned Own Money 269.039 32.374 1. 53 0.2169 
yes 878 269.398 
no 67 264.328 
Received an Allowance 269.008 . 32.264 8.18 0,0043b 
yes 308 264.691 
no 636 271.099 
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Table 3 cont. 
1 N in each category will not always equal 946 due to some subjects not 
completing all parts of the information sheet. 
a= Significant at the .001 level. 
b ·= Significant at the .01 level. 
c =Significant at the .05 level. 
findings used as a basis for testing the hypotheses. 
Hypothesis One 
There is no significant relation~hip between consomer 
knowledge and the population of the town in which a 
school is located. 
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The mean score of the· population group under 1,000 was somewhat 
lower than the others, but there was no significant difference between 
the mean scores 0f the four population groups. Scores did not show a 
consistent trend in interaction with the population variable. There-
fore the hypothesis was not rejected . 
. Hypothesis Tvl/o 
There is no significant relationship bet\-Jeen consumer" 
knowledge and sex of the student. 
Analysis of the data indicated that males scored somewhat 
higher than females on the consumer knowledge test. However, the 
difference was not significant and the hypothesis was not rejected. 
The .findings concur with studies of Jelley (1958} and Lupher (1973) 
which found no significant differences in consumer knowledge based on 
sex. These results may indicate that the socialization process of 
males and females does not necessarily contribute more consumer educa-
tion knowledge to one sex than the other. Schools and commtmities 
appear to view the sexes as equal in planning and implementing consumer 
education and curriculum. 
Hypothesis Three 
There is no significant relationship between consumer 
knowledge and where one lives (farm or town). 
Students who lived in town scored somewhat lower than those 
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students 1 i vi ng on a farm or. ranch, but no s i gni fi cant difference was 
found between the scores. Therefore, the hypothesis was not rejected. 
This finding indicates little difference in the effect on consumer 
knowledge of tho'se experiences which may be unique to each living 
situation. 
Hypothesis Four 
There is no significant relationship between consumer 
knowledge and number of parents in the home. 
The hypothesis was not rejected. Results indicated no signi-
ficant difference bet\'Jeen those students 1 i vi ng with both parents and 
students living with 0ne parent. However, those living with one 
parent did score somewhat higher. Perhaps being. a part of a one-parent 
family requires adolescents to have more awareness of and participation 
in consumer decisions, thereby providing a slight edge in consumer 
knowledge. 
Hypothesis Five 
There is no significant relationship between consumer 
knowledge and participation in youth organizations, 
Hypothesis five was rejected. Table 3 indicates a significant 
relationship (at the .001 level) between the e~tent ~f participation 
in youth organizations and consumer knowledge. Higher test scores were 
evident for those students who participated in two or more organiza-
tions. The results support participation in youth organizations as 
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one source for increasing consumer knowledge and providing a support 
to the formal curriculum. Some of the attributes of organizational 
parti c i pa ti on may inc 1 ude 1 e.adersh ip poss i bi 1 i ties where decision-
making becomes extremely impo.rtant. Those students actively involved 
in organizations may be more motivated and also more inquisitive and 
intelligent. Research does . indicate that those of higher ability 
obtain higher scores on tests of consumer knowledge. Therefore, it 
may be tr~ type of studerrt enrolled in youth organizations rather than 
the group itself which contributes to the significance in the mean 
scores. 
· The youth group obtaining the highest mean score on the test 
of consumer knowledge was the Future Farmers of America (FFA). 
Findings indicated a significant relationship at the .05 level for 
participation in FFA. No other specific youth group showed a signi-
ficant relationship. 
Hypothesis Six 
There is no significant relationship between consumer 
knowledge and receipt of an allowance. 
Analysis . revealed a s~gnificant relationship between consumer 
knowledge and receipt of an allowance and hypothesis six was rejected, 
The over two-thirds proportion of seniors who did not receive an 
allowance scored significantly higher (at the .01 level) on the test 
than those seniors who did receive an allowance, Allowances have been 
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seen by some authorities as having a positive effect on learning- to be 
a wise consumer during childhood and adolescence. The results of this 
study indicate that this assumption needs to be more closely examined. 
Hypothesis Seven 
There is no significant relationship between consumer 
knowledge and earning one•s own money. 
Over 90 percent of the subjects had earned their own money by 
- working part-time and/or during the summer. These students scored 
higher on the consumer knowledge test, but not at a significant level. 
The hypothesis was not rejected~ The iriclusion of this item on the 
survey was based on an assumption that earning one's own money would 
give greater opportunity for involvement in consumer decisions and a 
subsequent increase in consumer knowledge. Results indicated the 
assumption was faulty. 
Hypothesis Eight 
There is no significant relationship between consumer 
knowledge and length of time in which students have 
been enrolled in specified high school courses. 
The hypothesis was rejected because eight courses showed a 
significant relationship between consumer knowledge and the length of 
time the student was enrolled in the specified course. Industrial Arts 
was the only course that did not show a si~nificant relationship 
concerning time enrolled in the course and score achieved on the 
consumer knowledge test. 
As shown in Table 3, a direct relationship was observed between 
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time spent in a course and consumer knowledge score for all courses, 
except Home Economics and Industrial Arts, where the relationship was 
indirect. The change in mean score in all nine courses from the 
category of one year to more than one year should be especially noted. 
The scores of subjects who had never taken the specified course 
revealed some interesting results. Students who .had never taken 
Business Education, Distributive Education, Physical Education-Health, 
Agriculture and ·Math scored higher than those students taking less than 
one year of the particular course. In all courses except Home 
Economics and Industrial Arts, mean scores for those who had taken a 
course for less than a year were. lower than for those 'never having 
had the course. 
Comparison of mean scores for the different courses shows that 
highest scores were obtained in the less than one year category for 
Industrial Arts and Home Economics and lowest scores for Math and 
Science. In the one year category, Home Economics had the highest 
mean score and Science the lowest, The observed trend was sharply 
reversed in the more than one year category with the Home Economics 
mean score being lowest and Distributive Education highest. 
Different kinds of speculation might be made about the Home 
Economics scores. The higher scores may suggest that there has been 
some success in implementing the 1976 Education Amendments relative to 
votational consumer-homemaking. 
The drastic decline in scores in the more than one year cate-
gory could imply that there are a limited number of consumer education 
concepts taught in Home Economics, A second conjecture is that more 
46 
academically able students would not enroll in Home Economics for more 
than a year. 
Relationship of Analysis of Subtest Scores to Independent Variables 
To develop a more thorough description of student performance 
on the Test of Consumer Knowledge, the four subtest means were analyzed 
with the independent variables. Table 4 gives a summary of that 
analysis. Absence of an independent variable in the tables indicates 
that no significant relationship was found between that variable and 
any of the subtests. Significant relationships are noted at the .001, 
.01, _ and .05 level. Courses t~ken in high school was the variable 
with the greatest extent of ·significant interaction with subtest scores. 
Considering the population variable, a significant relationship 
appears in subtest one, The Consumer as an Individual and Family Member. 
Those students living in more densely populated areas scored highest. 
As population of the town where the student attended school increased, 
so did the mean subtest score. Significant relationships did not occur 
with the other three subtests and the population variable. 
Males scored significantly higher than females in subtest two, 
The Consumer as a Member of Society, but not on any of the other sub-
tests. The other three subtests had females scoring higher, but not 
at a significant level. In the overall test mean score in this cate-
gory, males also scored higher, but not significantly. 
Activity in youth organizations shows a significant relation-
ship (at the ,001 level) in the overall test mean score, as well as a 
significant relationship in the following subtests: Consumer as an 
Independent Variables 
Population Groups 
under 1,000 
1,000-5,000 
5,000-15,000 
over 15,000 
Sex 
female 
male 
Table 4 . 
Analysis of Variance Summary fo.r Subtest 
Scores and Independent Variables 
Consumer 
as an Consumer Consumer 
Individual as a Alterr,atives 
and Family Member in the 
Member of Societ~ Market[! lace 
Items Iten1s Items 
N 1-24 25-36 37-72 
76.9c 40.2 110.2 
266 73.9 39.3 108.7 
243 76.6 40.7 . 111 .8 
226 77.7 39.9 109.2 
211 78.9 40.9 110.7 
76.8 40,3a . 110,2 
437 77.0 .39 .4 109,8 
509 76.7 . 41 .oa 110.6 
Activity in Youth Organizations 76.8a 40.3 110. 2c 
inactive 228 74,9 39.1 108.1 
1 imi ted 376 76.6 40.5 109.7 
active 288 78.2 40.8 1 11 . 9 
very active 52 79.4 LlQ. 9 112.6 
Participation ir1 FHA/FFA 76.9c 40.3 110.2 
neither 727 76.9 40,2 110.1 
FHA 152 75 .. 3 39,6 109.1 
FFA 65 79.4 . 42.6 113.5 
both 1 75.0 35.0 101.0 
Consumer 
Rights and 
Res~onsibilities 
Items 
73-84 
41.7 
40.5 
41.3 
42.3 
42.0 
41.7 
41 .8 
41 . 7 . 
( 
41.7c 
40.7 
41 .4 
42.7 
42.5 
41 . 7 
41 '7 
. 41.0 
43.5 
43.0 
~ ...... 
Table 4 cont. 
Consumer 
as ·an Consumer Consumer 
Individual as a Alternatives Consumer 
and Family Member in the Rights and 
Member of Societ~ MarketQ1ace Res2onsibilities 
Items Items Items Items 
Inde2endent Variables N 1-24 25-36 37-72 73-84 
Received Allowance 76.8b 40.3 110.2b 41.7 
yes 308 75.4 39.6 108.2 41 .4 
no 636 77.5 40.6 111 . 1 41.8 
Business Education 76.9a 40.3a 110. 2a 41 .8b 
never 188 75.9 40.0 107 .1 41 .1 
less than one year 82 75.3 38.7 108.1 40.8 
one year 247 75.1 38.9 107.9 40.8 
more than one year 423 .78.8 41 .5 113.4 42.8 
Distributive Education 76.9 40.3 . 110.3 41 .8c 
never 769 77.0 .40,4 110.6 42.1 
less than one year 69 75.5 38.7 106.9 40.4 
one year 75 76.1 40.4 1 C'J. 1 39.9 
more than one year 26 81.5 42.8 112.4 42.1 
Physita1 Education-Health 76.9a 40.3b 110. 3b 41 .8b 
never 56 74.0 37.9 104.9 39.6 
less than one year 15 72.3 36.4 105.5 38.9 
one year 69 73.9 38.3 107.0 40.0 
more than one year 799 77.5 40,8 . 111 . 0 42.1 
Home Economics 76.9 40.3a 110.3c 41 .8b 
never 383 77.3 . 41.5 111 . 1 42.6 
less than one year 107 78.0 41 .1 113.2 41.9 
~ 
CX) 
Table 4 cont. 
Consumer 
as an Consumer Consumer 
Individual as a Alternatives Consumer 
and Family Member in the Rights and 
Member of Societ.Y MarketQ1ace Res~onsibi1ities 
Items Items Items Items 
IndeQendent Variables N 1-24 25-36 37-72 73-84 
one year 126 75.8 39.3 107.5 40.0 
more than one year 322 76.6 38.9 109.4 41 .4 
Industrial Arts 76.9 40.3c 110.3 41 .8 
never 381 77.1 39.5 l10.0 41.9 
less than one year 77 78.4 41.3 113.3 42.6 
one year 131 76.1 39.9 108.3 41.5 
more than one year 349 76.7 41 . 1 110.6 41.5 
Agriculture 76.9 40.3c 110,3 41 ,8 
never 809 76.9 40.3 . 110.5 41 .8 
less than one year 44 74.6 J"7 .6 105.2 39,7 
one year 17 75.7 40.7 108.7 41 .4 
more than one year 68 78.8 42.2 111 . 0 42.9 
Math 76.9a 40.3a 110. 3a 41 .8a 
never 10 71 . 2 36.4 103.3 38.2 
less than one year 10 72.9 35.7 97.4 37.6 
one year 113 72.2 36.6 105.3 39.2 
more than one year 805 77.7 40.9 111 . 2 42.2 
Science 76.9a 40.3a 110. 3a 41.8a 
never 8 72.5 36 .l 102.7 35.8 
less than one year 13 72.3 . -34.2 106.0 37 ,l 
one year 126 72.1 37.0 103.3 38.4 
more than one year 791 77.8 40.9 111 . 5 42.4 ~ ~ 
Independent Variables 
Social Studies 
never 
less than one year 
one year 
more than one year 
a= Significant at .001. 
b = Significant at .01. 
c = Significant at ,05, 
Table 4 cont. 
Consumer 
as an 
Individual 
and Family 
Member 
Items 
N 1-24 
76.9b 
22 74.4 
32 77.3 
125 74.1 
759 77.5 
Consumer Consumer 
as a Alternatives Consumer 
Member in the Rights and 
of Society Marketplace Responsibilities 
Items Items Items 
25-36 37-72 73-84 
40.3c 
37.7 
39.4 
38.9 
40.6 
11 0. 3c 
106.0 
112.8 
106.9 
110.8 
41.8c 
~.o .s 
42.4 
40.1 
42.1 
(J'1 
0 
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Individual and Family Member, Consumer Alternatives in the Marketplace 
and Consumer Rights and Responsibilities. Except for subtest four, 
there was a continuous growth in mean scores as participation 
increased. The positive influence of youth group activity on consumer 
knowledge needs further assessment to determine particular aspects of 
youth group membership promoting increased knowledge. 
Participation in FFA was significantly related (at the .05 
1 eve 1) to consumer knowl edg·e on both subtes t 011e and the comp 1 ete test 
score. In all subtests, FFA participants scored higher than subjects 
in the other two youth gr:oups designated for assessment. 
Not receiving an allowance had a significant relationship (at 
the .01 level) to consumer knowledge mean scores in subtests one, 
three, and the total test score. In all four subtests, those students 
not receiving an allowance scored higher than students receiving an 
allowance. 
Significant relationships were found between time in course 
and consumer knowledge in some subtest areas for each of the nine 
courses. Business Education, Physical Education-Health, Math, Science, 
and Social Studies had significant relationships with all four subtests 
for each course. In a 11 five courses there \oJas a noti ceab 1 e increase 
in mean score between those taking courses for one year and more than 
one year. This was evident in all four subtests for each course. The 
other four courses showed up and down patterns in mean scores in rela-
tion to the amount of time students had taken the ~curse. No single 
explanation seems apparent for some of the unusual patterns emerging 
for mean score and time in a course. 
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Multiple Regression Analysis of Courses Taken 
Multiple regression was used to analyze the effect of specific 
courses, taken for any length of time, on the mean scores of the 946 
subjects. Table 5 shows a summary of the findings indicating course 
effect on each subtest area and the total test score. A small propor-
tion of the variance of mean scores wa,s explained ·by the total group 
of nine courses and · by those courses which were statistically signi-
ficant. For practical purposes, the analysis 11as little use because 
of the small proportion .of variance explained by participation in one 
or more of the courses. The regression ·analysis results provide somA 
·assistance in defining courses or combinations of courses which may 
have potential in explaining more of the variability. 
· Reliability 
A coefficient alpha was computed to determine instrument 
reliability based on internal consistency. A reliability coefficient 
for the total test score for the 946 subjects was .833. This is a 
s·l.ightly lower reliability than that obtained when the instrument was 
used with the Pennsylvania high school seniors. 
· · Suriuna ry 
Analysis of data results indicated that several individual 
· background characteristics of high school seniors contributed signi-
ficantly to higher levels of consumer knowledge. At varying levels 
of significance, activity in youth organizations, length of time in 
specified courses and receipt of an allowance did effect consumer 
knowledge as measured by this study. Variables which did not 
Table 5 
Multiple Regression Analysis of Courses Taken 
Dependent Variable 
Consumer as an Individual 
and Family Member 
Subtest One 
Items 1-24 
Consumer as a Member of 
Society 
Subtest Two 
Items 25-36 
Consumer Alternatives 
in the Marketplace 
Subtest Three 
Items· 37-72 
Consumer Rights and 
Responsibilities 
Subtest Four 
Items 73-84 
Consumer Knowledge Survey 
Total Test 
Items 1-84 
Variance 
Explained 
by 9 
· Variablesa 
6.9% 
9.0% 
7.5% 
7.9% 
10~8% 
Variance 
Explained 
by 
Significagt 
Variables 
6.3% 
8.6% 
7.0% 
7.4% 
10.8% 
a Percent of variance explained by nine courses. 
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Significant 
Independent 
·variablesc 
8,1,7,3,4 
8,4,1,7,3 
8,1 ,4,3 
8,4,5,1,3 
8,1,4,3,7,5 
b Percent of variance explained by the significant courses. 
·c Significant at the .05 level. 
1 = Business Education 
2 = Distributive Education 
3 = Physical Education-Health 
4 = Home Economics 
5 = Industrial Arts 
6 = Agriculture 
7 = Math 
8 = Science 
9 -= Social Studies 
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contribute significant explanation of differences in consumer knowledge 
were population of town where student goes to school, sex, location of 
residence, number of parents in the home, and earning of one's own 
money. 
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Chapter 5 
SUMMARY, IMPLICATIONS, RECOMMENDATIONS 
The purpose of the study was to assess the current consu~er 
knowledge of high school seniors in South Dakota. The subjects were 
946 senior level students enrolled in · 14 public schools in South Dakota 
during the 1979-80 school year. 
The instrument used to assess consumer knowledge was an 84-
item true-false test developed by McCall (1973}. Suggested Guidelines 
-
for Cons':mer Education Grades Kindergarten Through ·Twelve .(l970), a 
federal publication formula~ed to serve the inner-city as well as 
rural and suburban schools, offered a broad base for developing a 
framework of concepts for assessing consumer knowledge. 
Overall consumer knowledge scores were low. Students scored 
highest on those questions that dealt with consumer rights and respon-
sibilities. Performance was lowest in the area of consumer choices in 
the marketplace. 
The mean knowledge score of seniors in South Dakota was 64 per-
cent. While that is above the national average of 57 percent as found 
in the 1978 National Assessment of 17-year-olds, it is by no means 
satisfactory. Continued efforts must be made by local and state 
educators in helping to improve consumer k~owledge among the youth 
in South Dakota. 
In comparing South Dakota seniors with the Pennsyl vania 
seniors surveyed in the McCall (1973) study, the students in South 
Dakota scored higher on the overall test mean as well as on each 
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subtest area. Comparison of subtest mean scores showed the seniors in 
Pennsylvania and South Dakota scored the lowest on subtest three, The 
Consumer Alternatives in the Marketplace and both groups scored highest 
on subtest four, the Consumer Rights and Responsibilities. 
Data analysis revealed three categories of variables which had 
a significant effect on mean consumer knowledge Scores. These varia-
bles were participation in youth organizations, amount of time certain 
courses are taken in high school, and whether students receive allow-
ances. Mean consumer knowledge scores were not significantly affected 
by populction of the town- where the school is located, sex, place of 
residence (town or farm), number ·of parents living in the horne, or 
earning one's own money. 
· The interaction of consumer knowledge scores and youth group 
membership showed a significant relationship. These findings indicate 
that further investigation may be necessary to determine whether it is 
actual organizational membership activity or the type of individual 
student belonging which contributes to the consumer knowledge score. 
The finding seems to e.~1cour_age and promote youth organization partici-
pation, if increased consumer knowledge is. a _goa] for youth. 
Length of time in various courses seems to signifi cantly assist 
the subjects in achieving higher consumer knowledge scores. Some 
erratic patterns appeared in Horne Economics scores in relation to the 
length of time in the course. Further investigation of the combina-
tions of various courses may reveal significant contributi ons to the 
mean knowledge score based on the mix of courses taken during high 
school. 
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A literatur·e review showed very little being done in the area 
of teacher preparation for consumer educators. More emphasis on 
teacher preparation seems a justifiable reco11111endation in view of the 
integral role teachers have in curriculum implementation. 
Findings from the study indicate a continued need for consumer 
education among the youth of South Dakota. Further evaluation may be 
necessary to adequately assess the level of consumer competency among 
the youth of this state. School systems could use this instrument to 
evaluate consumer knowledge ·growth between grade levels within their 
system or as a pre-test and post-test r.or consumer knowledge gain in a 
specific consumer-oriented course. 
Consumer education needs to be improved in South Dakota. A 
compreh.ensive and unified educational effort is needed to reach more 
people and to have greater impact. This study has indicated the 
necessity of a cooperative effort to help all youth of South Dakota 
to become competent consumers. 
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· BACKGROUND INFORMATION 
Circle the letter or letters next to the responses that most appro-
priately describes you. Please answer each question. 
A. · My sex is: 
B. 
c. 
D. 
E. 
F. 
1. female. 
2. rna 1 e. 
I 1 i ve: 
1. on a farm or ranch. 
2. in a town or city. 
I 1 ive: 
1. with both my p_9rents. 
2. with one of my .parents. 
3. in an apartment by myself. 
4. in an apartment with others. 
5. other (please specify) 
I have participated in ~he following youth organization(s) for at 
least one year: · 
1 . Boy Scouts 
2. Girl Scouts . 
3. 4-H 
4. Future Farmers of America (FFA) 
5. Future Homemakers -of America (FHA} 
6. other (please specify) 
During junior high and high school, I have taken the following 
courses: (Please check length of time for each course you circle.) 
1 • 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
Business Education 
Distributive Education 
Physical Education-Health 
Home Economics 
Industrial Arts 
Agriculture 
Math 
Science 
Social Studies 
LESS than MORE than 
1 year 1 year 1 year 
During high school, have you earned your own money by working 
part-time and/or' during the summer? 
1. Yes 
2. No 
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G. During high school, have you received an allowance? 
1. Yes 
2. No 
ARE YOU AN INFORMED CONSUMER? 
What do you know that is thought to be helpful in your role as a 
consumer? This is a true-false test to find out how informed you are 
as a consumer. 
Answer each question one at a time as follows: 
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Fir~t, decide whether the statement is true or false and circle 
either T or F. Then, decide how sure you are th~t you have circled the 
right answer by circling one of the numbers as described below: 
Be· sure to circle 
. either T or F 
and a number. 
{!)F@3 1 
T ® 5 . @ 1 
(VF53(j) 
5--quite sure 
3~-reasonably sure 
1--my best guess 
· Example 
1. Diamonds cost more than imitation pearls-. 
2. Milk contains more caffeine than does coffee. 
3. The average yearly temperature of San Francisco, 
Cal., is higher than that of Miami, Fla. 
The first statement is marked (I) and ® meani.1g that the person 
answering is quite sure that the statement is true. The second ques-
tion is answered F and 3 indicating that the person answering is 
only reasonably sure that the statement is false. The th i rd question 
is marked T and 1 meaning that the best guess is that the answer 
is true. 
In this test, you get more points for being sure of yo~r answers. 
On the other hand, if you are wrong, you lose points. The points are 
indicated by the number which you circle. ·The number you circle shows 
how sure you are that your answer is correct. 
Be sure to circle 
either T or F 
and a number. 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
SURVEY OF CONSUMER KNOWLEDGE 
1. There is no basis for the accusation that 
advertising may cause people to buy things 
they cannot afford. 
2. The family life cycle may change, but the 
needs and · wants for -consumer goods and 
services remain constant. 
3. The American Pharmaceutical Association is 
. responsible for protecting consumers against 
hazardous products which are not labeled. 
4, Conspicuous consumption is the purchasing of 
gooqs where anyone can see you. 
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5. A boy uses the family lawn mower to earn money 
is using one resource to create another resource. 
6. Problems related to money rank high among the 
causes of conflict in marriage. 
7. The Food and Drug Administration receives 
complaints about hazardous products which are 
improperly labeled. 
8. As families mov~ through the stages of the 
family life cycle, demands on the family 
resources change. 
9. Proper care given to possessions such as toys, 
clothes, and home furnishings can release 
resources available for other consumer items. 
10. The Department of Commerce supplies the food 
stamps for needy families. 
11 . There is no help at the State level for con-
sumers who live in those states which have no 
consumer protection office. 
12. Joint planning for the use of resources is a 
way to avoid family conflict. 
Be sure to circle 
either T or F 
and a number 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 ·3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
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13. Careful planning by individuals and family 
members regarding the use of resources assures 
satisfaction with the r2sults. 
14. In setting long range goals, it is necessary 
to consider only present .resource availability 
and limitations as the future is too indefinite. 
15. Laws whieh regulate · business protect consumers 
and honest businesses from unscrupulous 
practices of others. 
16. · The 'Feder a 1 Housing Authority he 1 ps consumers 
by purchasing homes and selling them to needy 
people. 
17. The .amount of food additives permitted in foods 
is controlled by the Food and Drug 
Admi·n; strati on. 
18. A plan for the use of resources for consumer 
goods and services should provide for meeting 
psychological and emotional needs. 
19. Local and state voluntary consumer organizations 
are made up of citizens who want to protect the 
interest of consumers. 
20. The Federal Food, Drug, and Cosmetic Act con~ 
trols the purity of products, but has no con-
tro1 over the labeling of weight or measure of 
the contents. 
21. Once a plan for the use of resources is made, 
it will be necessary to stick to it or goals 
will not be reached. 
22 . The government sponsors legal aid societies to 
assist citizens who have consumer problems. 
23. Knowledge of the resources available to indi-
viduals and families through local, state, and 
national agencies increases the total resources 
at their disposal. 
24. Local elected officials can be an influence in 
the quality of consumer protection. 
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Be sure to circle 
either T or F 
and a number. 
T F 5 3 1 25. To open a business, one must comply with local 
Better Business Bureau standards. 
T F 5 3 1 26. Individuals do not need records of donatfons 
for tax purposes. 
T F 5 3 1 27. Services provided to the public by the govern-
ment are provided without cost to individuals 
and families. 
T F 5 3 1 28. Businesses which lower prices of their products 
in order to comoete with businesses which 
. produce similar· products cause an increase in 
tbe overall cost of the product to the consumer. 
T F 5 3 1 29. The more protection given to consumers by 
gov~rnmerit regulations, the greater the 
freedom of choice for the consumer. 
T F 5 3 .. 30. The major function of advertising is to I 
encourage people to buy expensive consumer 
goods which they really cannot afford. 
T F 5 3 1 31 . Records of donations are needed for tax 
purposes. 
T .F 5 3 1 32. Some businesses compete for consumer dollars by 
maintaining their prices, but increasing 
product quality. 
T F 5 3 1 33. The net contents is the same in packages which 
are equal in size. 
T F 5 3 1 34. Efficient consumption may have the same effect 
as an increase in salary. 
T F 5 3 1 35. Cost of service provided by the government is 
paid for from public funds comprised primarily 
of taxes. 
T F 5 3 1 36. Efficient consumption has the same effect as 
reducing one's salary. 
T F 5 3 1 37. If a bill is paid by check, there is no legal 
proof the bill has been paid. 
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Be sure to circle 
either T or F 
and a number. 
T F 5 3 1 38. In installment sales contracts, the buyer may 
lose what he has paid if the terms of the con-
tract are not met. 
T F 5 3 1 39. Sound resource management results in a state 
of bankruptcy. 
T F 5 3 1 40. Investing in government bonds is a safe way to 
protect savings against inflation. 
T F 5 3 1 41 . An inspection mark on meat indicates the grade 
such as prime or choice. 
T F 5 3 1 42. ID addition to monthly payments, homeowners may 
have additional costs of insurance, upkeep, =ind 
taxes. 
T F 5 3 1 43. Warranties are legal promises of the consumer 
to follow the direction given with the i tern or 
product. 
T F 5 3 1 44. Straight life insurance is the most expensive 
of a 11 permanent types of 1 i fe insurance_, · 
T F 5 3 1 45. The Truth-in-Lending Law requires that all 
lending institutions charge the same interest 
rate. 
T F 5 3 1 46. Term life insurance provides income after 
retirement. 
T F 5 3 1 47. The Old Age and Survivors Insurance Plan under 
the Social Security Act is designed to pro vi de 
an adequate income for retirement . 
T F 5 3 1 48. Life insurance loans are more expensive than 
those of finance companies. 
T F 5 3 1 49. The cost of credit for financing housing is 
less with a long term mortgage than a short 
term mortgage at the same interest rate. 
T F 5· 3 1 50. State laws regulate the operation of insurance 
companies within each state. 
T F 5 3 1 51 • The full cost of service and repairs are 
included in the warranty of a new car. 
Be sure to circle 
either T or F 
and a number. 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F ~ 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T - F 5 3 1 
52. Federal laws regulate the operation of 
insurance companies in each state. 
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53. Savings for short tenn goals are best invested 
in a .savings plan where the funds are easily 
withdrawn. 
54. Leaving a will means less trouble and expense 
for heirs ·. 
55. Grief and emotional upset often cause people to 
spend more than they can afford on funeral 
. costs. 
56. 11 Ba1loon 11 payments are large payments chosen by 
the buyer in order to pay off a debt more 
qui~kly. · 
57. The Old Age and Survivors Insurance Plan under 
the Sociai Security Act is designed to provide 
a minimum income upon retirement for those 
covered by the program. 
58. At 65, one becomes eligible for Medicare, a 
privately supported fund, and Medicaid, which 
is paid for through social security. 
59. 11 Balloon 11 payments are contracts with low 
initial payments and large final payments. 
60. Life insurance provides benefits only in the 
event of death of both spouses. 
61. In repaying a home mortgage loan, the monthly 
payments are used to repay the principal and 
the interest is paid separately. 
62. The gr·ade label on meat indicates the quality 
of the product. 
63. In times of falling prices, bonds prove to be 
a better investment choice than stocks. 
64. In most cases, individuals are capable of 
drawing up their own wills~ 
Be sure to circle 
either T or F 
and a number 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
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65. · Investing in common stocks is a method used to 
protect against inflation. 
66. Automobile insurance is required by fedeial law 
to prove financial responsibility in case of 
an accident. · 
67. Social security, medicare, and unemployment 
benefits are paid for by the government at no 
cost to the taxpayer. 
68. The initial down payment and monthly install-
·ments do not give a true picture of the cost 
of owning a car. 
69. Wills are troublesome and expensive to adminis-
ter .and are really for those with large estates. 
70, A grade labe1 on meat indicates that it has 
been inspected for wholesomeness. 
71. Overindebtedness is impossible with charge _ 
accounts as each business sets a limit on the 
amount which can be charged. 
72. A bank draft is a kind of check which is 
acceptable to those who do not know you. 
73. Supply and demand determines prices charged by 
monopolies such as public utility companies. 
74. The consumer has a right to complain when flaws 
are found in products which are bought as first 
qua 1 i ty. ~ 
75. The Better Business Bureau receives reports of 
unfair business practices from the business 
world rather than individual consum~rs. 
76. Satisfaction in resource use is more likely 
when consideration is given to alternative ways 
the resources could be used. 
77. Ralph Nader is known as a crusader for 
consumers. 
Be sure to circle 
either T or F 
and a number. 
T F 5 3 1 
T F 5 3 1 
T F 5 3 1 
1 
T F 5 3 1 
T F 5 3· 1 
T F 5 3 1 
T F 5 3 1 
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78. The time to get advice related to financial 
commitment is before signing a sales contract. 
79. Consumers Union is a non-profit organization 
whose purpose is to provide information related 
to consumer goods and services. · 
80. Complete consumer protection will be achieved 
as soon as there are enough government 
regulations. 
81. Monopolies provide goods and services at lower 
· prices than those businesses operating in 
competition with others. 
82. The Truth~in-Lending bill of 1969 gives con. 
sumers the right to know full cost of finance 
charges on installment sales and loans. 
83. Individuals may help determine the use of tax 
money by being an informed voter. 
84. The consideration of alternative uses of-
resources is confusing and ·has no place in 
decisions involving the use of resources. 
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SOUTH DAKOTA STATE UNIVERSITY 
Brookings, South Dakota 57007 College of Home Economics 
·November -5, 1979 
I need your help in assessing consumer kntiwledge of South Dakota youth. 
Would you be willing to have your school participate in a study I am 
doing as part of my masters degree vJOrk at South Dakota State 
University? Participation would involve all seniors taking an 
-84-item survey. Total time required would be about 30 minutes. 
I would personally administer the survey. 
Your school was randomly selected from a list of South Dakota schools 
for par·ticipation in the study. Permission from your school is 
needed before I can administer the survey. 
Please consider having your school participate. I will call you 
during the next \'leek to find out your decision and ansv..rer any 
questions. Thank you for your consideration of this request. 
Sincerely, 
Diane Orth 
. Masters Candidate 
Edna Page Anderson, Head 
Home Economics Education Dept. 
Thesis Advisor 
CONSUMER KNOWLEDGE OF HIGH SCHOOL SENIORS 
IN SOUTH DAKOTA 
Abstract 
·oiANE V. ORTH 
The purpose of this study \Atas to assess the current consumer 
knowledge of South Dakota high school seniors and describe the inter-
actibn of specified variables with consumer knowledge. The stratified 
random sample consisted of 946 senior level students enrolled in 14 
public schools in South Dakota during the 1979-80 school year. An 84-
item true-false Test of Consumer Knowledge developed by C. ·McCall in 
1973 was used to obtain data·. 
Findings indica~ed that overall consumer knowledge was low. 
Students scored highest on those questions that dealt with consumer 
rights and responsibilities. Performance was lowest in the area of 
consumer choices in the marketplace. 
Analysis of variance revealed that those who participated in 
youth organizations had significantly higher mean scores, as did those 
who had been enrolled in designated courses for specified time periods. 
Mean scores \"ere not significantly affected by population of the town 
where the school was located, sex, place of residence (town or farm), 
number of parents living in the home, or earning one's ·own money. 
Results indicate a continued need for consumer education. More 
attention to the role of the teacher and teacher preparation is 
recorrmended. 
